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AGDA Business Model Canvas Workshops and Seminars - Save the Dates! 
 
Introduction 
In June, July and August 2011, the Creative Industries Innovation Centre (CIIC) in conjunction with AGDA and 
other key industry association partners, delivered a series of intensive business model development 
workshops to a group of selected high potential companies across creative sectors, nationally. 
 
In September 2012, this program will be delivered by the AGDA in partnership with ASMOSYS and Creative 
Industries Innovation Centre (CIIC) via a WIIN grant. 
 
The 1-day intensive workshop will enable creative SMEs to access and embed innovative knowledge and 
training in the use of the Business Model Canvas methodology, as developed by Alexander Osterwalder and 
Professor Yves Pigneur, in their book, Business Model Generation. 
 
Innovation, creativity and design thinking underpin the use of the Business Model Generation methodology 
and Canvas, and workshop participants will be able to consider new or different ideas for their businesses. 
 
Workshop Overview 
The workshop offers companies the opportunity to develop and test their own Business Model and leave with 
practical tools and an enhanced understanding of their business strategy. 
 
20 participants in each workshop are coached and supported as they work through key areas of the Canvas: 
Key Partners, Key Activities, Key Resources, Value Proposition, Customer Relationships, Customer 
Segments, Channels, Cost Structure and Revenue Streams. 
 
The workshops will be a mix of instruction, interactive discussions and small group activities. 
 
Seminars 
An additional seminar will be offered to the wider community which will provide an overview and key 
components covered within the context of the Canvas: 
 
- Understanding your customer, 
- Defining your value proposition, 
- Considering the life cycle of your channels to market and 
- Securing the right partnerships and alliances.   
 
 
 
 
Facilitation 
The workshop facilitator, Alan Scott, is passionate about working with private companies in the areas of 
strategic planning, business models, coaching and facilitation. He has over 20 years of experience in this field. 
 
Asmosys was created in 2011 by Alan to fulfil his dream of providing practical business consulting, and 
focuses on working with businesses or individuals to build internal capability for external excellence. Inside 
and outside. It is osmosis the Alan Scott way, with recognition of the role systems and business models play in 
that organisational or personal transformation. These systems incorporate technology, process, people and 
our own internal systems such as belief, passion and motivation. 
 
As a previous Deloitte Private partner, Alan brings into this engagement his recent experience facilitating the 
business model workshops for CIIC. 
 
Save the Dates 
 
Melbourne 



Seminar: 3rd September 
6:30 Start - 8:00pm 
Venue: TBA 
Workshop: 4th September 
8:30 Coffee/9am Start - 4:30pm 
Venue: TBA 
— 
Sydney 
Seminar: 5th September 
6:30 Start - 8:00pm 
Venue: TBA 
Workshop: 6th September 
8:30 Coffee/9am Start - 4:30pm 
Venue: TBA 
— 
Adelaide 
Seminar: 17th September 
6:30 Start - 8:00pm 
Venue: TBA 
Workshop: 18th September 
8:30 Coffee/9am Start - 4:30pm 
Venue: TBA 
— 
Perth 
Seminar: 19th September 
6:30 Start - 8:00pm 
Venue: TBA 
Workshop: 20th September 
8:30 Coffee/9am Start - 4:30pm 
Venue: TBA 
 
 
— 
Brisbane 
Seminar: 24th September 
6:30 Start - 8:00pm 
Venue: TBA 
Workshop: 25th September 
8:30 Coffee/9am Start - 4:30pm 
Venue: TBA 
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Creativity as an engine of prosperity for any member of the workforce 
 
WHEN Richard Florida's book The Rise of the Creative Class was published in 2002, it was received 
simultaneously as a cultural snapshot, a flattering social portrait and a plan of action. It put forward the 
intoxicating idea that where creativity gathers, economic success follows. 
 
Florida's book helped explain what people were already noticing in their cities: the sprouting of cool cafes and 
small bars, the emergence of technology and design businesses, the rise of property values in previously run-
down parts of town. 
 
For those who work in architecture, media, science or performing arts, for example, Florida's book was a 
pleasing ego trip. 
 
"Just as the feudal aristocracy derived its power and identity from its hereditary control of land and people, and 
the bourgeoisie from its members' roles as merchants and factory owners, the Creative Class derives its 
identity from its members' roles as purveyors of creativity," Florida wrote. 



 
He tracked the urban concentration of creative workers with what he called a "Bohemian Index". For 
policymakers and city planners in Australia and elsewhere, Florida's work seemed to be a blueprint for urban 
regeneration and smart, sustainable industries. 
 
Melbourne Lord Mayor Robert Doyle keeps a copy of Florida's book in his office. And while the federal 
government's national cultural policy is yet to appear, the stated intention that it will embrace creative 
industries as economic drivers will be very familiar to Florida's readers. 
 
"Australia would be one of the places where I think the book had a little bit more influence than other places," 
Florida, an American who has visited all of Australia's mainland state capitals since his book came out, tells 
The Australian. 
 
Born in New Jersey, Florida is head of the Martin Prosperity Institute at the University of Toronto and is a 
senior editor at The Atlantic magazine. He has published several books on the theme of the creative class 
including, last June, The Rise of the Creative Class Revisited, a substantial revision of his 2002 volume. 
 
The thrust of Florida's thesis is unchanged: growth of creative industries depends on the "3Ts" -- technology, 
talent and social tolerance. But he has refined his arguments and updated statistical evidence. And he 
answers his critics and the misconceptions that have arisen in the decade since The Rise of the Creative 
Class was published. "It's quite shocking to me that people still hear the word 'creative' and they tend to 
believe it's hipsters and artists and musicians," he says by phone from Toronto. 
 
"That's where the confusion comes in. People think I'm talking about artistically creative . . . What makes all 
these groups similar is that in different ways they use creativity in their job." 
 
Critics have accused Florida of pandering to an inner-city elite, and for giving gay people all the credit for 
driving creative industries. He saw it as necessary, in his revised text, to make full disclosure of his lifestyle 
and preferences: he is a white, middle-aged, Italian-American, heterosexual male, is married, and has voted at 
different times for Democrats, Republicans and independents. Part of Florida's work has been to widen the 
definition of what constitutes the creative class. Traditional measures of the knowledge economy include the 
number of people with tertiary education. 
 
Florida is more interested in "economic creativity" or entrepreneurship: the ability to come up with ideas that 
generate income. 
 
Considered in this way, the creative class is no longer a caste of conservatorium-trained violinists or software 
designers in skinny jeans, but potentially everyone in the workforce given a chance to exercise their initiative. 
 
Estimates of the numbers of people doing creative work vary widely. The 2012 edition of The Rise of the 
Creative Class estimates there are 300 million creative workers in 82 nations for which data is available -- 
double the number from 2002. Australia ranks fourth in the world for its high proportion of creative workers, 
with 44.5 per cent. 
 
Local research on the creative industries is growing. The Creative Industries Innovation Centre says creative 
industries generated revenue worth $65 billion in 2010-11. 
 
The sector comprises about 122,000 businesses, most of them being small enterprises or self-employed 
people, turning over less than $1 million a year. 
 
These businesses may include such things as design firms, publishers and online retailers, and governments 
want to help them. Federal Arts Minister Simon Crean speaks about the arts and creative industries 
contributing to national productivity. 
 
At city level, too, local governments give incentives to small business to help enliven urban-industrial areas 
and produce a more diverse economic mix. 
 
Local councils such as Sydney and Melbourne offer cheap studios to start-up companies. Sydney's 
Fishburners provides office space (a desk for about $300-$350 a month) to about 50 start-up technology 
companies. 
 
In West Melbourne, River Studios was converted from a former warehouse that had been vacant for 20 years 
into 57 studio spaces for artists, designers and artisans. 
 



Among the tenants there is designer-maker Gaye Naismith, whose company Gaye Abandon makes 
homewares from recycled fabrics including op-shop jumpers. Because of the storage she needs for materials, 
Naismith says her business would not be viable if she had to pay commercial rents. 
 
She pays $380 a month for her space at River Studios. 
 
Does government investment in arts and creativity actually produce a dynamic economy? 
 
Florida in his book is slightly critical of investment in traditional culture: what he calls the SOBs, or symphony, 
opera and ballet companies. 
 
Creative workers who drive economic growth, he says, are less interested in heritage arts than an organic, 
street-level culture where they can "experience the creators along with their creations". 
 
But he concedes that the arts contribute to the economy in ways that may not be fully understood. "Clearly, 
investing in arts and culture over the long run makes our economy stronger, but we do not know the exact 
mechanism through which that works," Florida says. 
 
"At the very crudest level of correlation, there is a strong association between the concentration of arts, 
design, media and entertainment occupations in a jurisdiction and its level of prosperity." 
 
Perhaps not surprisingly, given his focus on cities as places where creative potential may be unlocked, Florida 
argues that local rather than national governments may be best equipped to stimulate creative industries. 
 
"The age of creative capitalism, in my view, is premised on the city as the social and economic organising 
unit," Florida says. 
 
"I think the real key to the future is giving cities much more jurisdiction and revenue-building capacity . . . We 
have to empower cities and neighbourhoods: that would seem to be the shift that's hard. How do we get cities 
to have the necessary power to shape their destiny?" 
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Zip, zap, app!  How ZAPPP is empowering the small guy 
 
Our mobile world is relatively recent. Still, to many – especially individuals – it has seemed as if they have 
been shut out of the world of app creation for too long. Such has been the cost and complexity of app 
development. 
 
It doesn’t have to be that way, and it isn’t going to be that way anymore. That is the credo of a young startup 
called ZAPPP as it democratises the world of apps. 
 
ZAPPP is bringing mobile apps within the reach of the small guy, and probably the small business, too. It has 
built an app creation platform from which many of us can develop apps on the fly. ZAPPP is also making it 
affordable – at $9.95 per month for the simple version, and $89 for the professional version. 
Young gun 
 
The startup’s co-founder is Jai Al-Attas, who entered the wonderful world of entrepreneurship in 2002, at the 
tender age of 16. His first venture, when still at Sydney’s Kingsgrove High School, was Below Par Records, an 
independent record label that signed up bands still below the radar. Over the years, it threw up such talent as 
Kisschasy, Something With Numbers and The Scare. Al-Attas and his two co-founders eventually sold Below 
Par Records to EMI Music in 2009. 
 
Since then, Al-Attas has been up and about, making documentaries and shuttling between Los Angeles and 
Australia. Recently, he was named an Up and Comer of the Australian Music Industry Director Power 50. 
 
With Al-Attas’ rich experience in music, ZAPPP is targeting “bands, brands and athletes.” 
 
“I don’t think there has been a more exciting time than now with mobile and it’s growing at ridiculously fast 
rates. I honestly believe smartphones are the most powerful marketing tools a band, brand or athlete has ever 
had,” he says. 



 
The Living End, Matt Corby, Taj Burrow, Macbeth and Big Sound 2012, among others, have used the ZAPPP 
platforms to create apps. 
 
Rewarding loyalty 
 
A strong focus of the app platform is the ability to engage and reward users. That has come from Al-Attas’ 
belief that “an app is useless if it doesn’t add value to the life of the user.” He also held the view that current 
apps “weren’t offering fans anything more than what they could find online.” 
 
Consequently, ZAPPP has created a loyalty feature, using push notifications to offer exclusive rewards and 
incentives to active users. What individual bands, brands and athletes can offer to their fans is limited only by 
their imagination. Free tickets, meet and greets, merchandise discounts and much more are on offer via these 
apps, besides exclusive content in the form of additional or unreleased tracks. Many apps use real-time 
location to target users. 
 
ZAPPP is a partnership between youth and lifestyle creative agency One Meaning Communicated Differently, 
also co-founded by Al-Attas, and digital development studio Distriqt. It won federal government funding 
through the Generate program for its vision to “democratise mobile apps for musicians.” 
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CIIC Biztro: All--you--can--digest business advice in 60 minutes 
Targeted at start-ups, small-to-medium enterprises, and sole traders operating in the arts sector, the Creative 
Industries Innovation Centre (CCIC) is offering one-on-one consultations with QLD business adviser Anthony 
Merrilees in Darwin on Tue 18 Sep and Wed 19 Sep. 
 
Anthony Merrilees is a trained solicitor and business consultant with a background in commercial law, creative 
business consulting and intellectual property. 
 
Sessions available are: 
 
Tuesday 18th September 
Session 1: 1.30–2.30pm 
Session2: 2.45–3.45pm 
Session 3: 4.00–5.00pm 
 
Wednesday 19th September 
Session 1: 9.30–10.30am 
Session 2: 10.45–11.45am 
Session 3: 12.00–1.00pm 
Session 4: 2.00–3.00pm 
Session 5: 3.15–4.15pm 
Session 6: 4.30–5.30pm 
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Creative Industries Innovation Centre Biztro 
CIIC, in partnership with Screen Tasmania, will be providing FREE individual business consultations for 
Tasmanian creative screen businesses on Thursday, 30 August 2012. The CIIC Biztro service offers 
businesses and sole traders the opportunity to benefit from the knowledge and experience of the Business 
Adviser for Victoria and Tasmania, David Schloeffel. 
 
Each consultation session is one hour in duration and there are five sessions available, commencing at 9:30 
am. 
 



When: Thursday, 30 August 2012 
Where: Screen Tasmania's Screening Room, Level 4, 22 Elizabeth Street, Hobart 
Cost: Free 
Click here to register 
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NOT FLUFFY! ‘CREATIVE BUSINESS’ IS NO OXYMORON 
 

It was billed as a forum to re-examine the creative enterprise and attracted a 
studio full of creative and enterprising professionals in film & TV, to explore 
how the future should look for them. Hosted (on Saturday, August 4) by the 
AFTRS Centre for Screen Business, Not Fluffy! was the title – and true to its 
name, there was no fluff, just hard nosed creative thinking. Andrew L. Urban 
and Yen Yang* report. 
 

William Shakespeare kicked off the forum, if not in person, at least his spirit, as conjured up by Head of 
Screen Business David Court, revealing the Bard as a ‘brand’ a man with business acumen and a company 
that exploited it, even after his death. It was a riveting exploration of the writer as a dynamic creative business 
force. Court taught his audience a thing or three about Shakespeare’s business interests and practices, 
including interaction with audience and overcoming challenges. 
 
The point of the presentation was to drive home the eternal need for creative people to engage with the 
business of selling their creative output. What’s the point of creating it otherwise? 
 
Court made the point that Shakespeare and his company regarded the audience as their asset – and it was a 
common purpose company. He recommended that model. 
 
Simon Molloy from Cumulus Insight presented the findings of extensive and fascinating research (conducted 
with David Court) into the screen industry’s ‘psychic income’ - see our edited extract 
 
Professor Deb Verhoeven, Chair of Media & Communication at Deakin University, spoke about the importance 
of data and the intersection between cinema studies and other disciplines, including information management, 
statistics, urban studies and economics. 
 
After the presentations came the panel and open discussion, with AFTRS CEO Sandra Levy in the chair. 
Joining the panel were producer Brian Rosen (President, SPAA), producer Neil Peplow, Head of Screen 
Content at AFTRS, Dr Chris Burton from the UTS Business School and David Court. 
 
Informative, invigorating and robust, the seminar was a platform for fresh thinking about the potential shape 
and nature of creative enterprises in a world changing faster than ever, with digital opportunities and 
challenges. 
 
Yen Yang* reports on some other presentations, including the surprising predictability of the box office, as 
shown by Box Office Prophecy. 
 
Dr Jordi MacKenzie of Sydney University is trying to bring some predictability and measurability to estimates 
of likely box office takings of a yet-to-be-released feature film. The boldness of this experiment flies in the face 
of conventional wisdom that says box office earnings of a film are too unpredictable to allow meaningful 
forecasts. 
 
The study, now in its 5th year has managed to strip back the information required to make accurate 
predictions about box office to nothing more than the key cast and crew list. Good results have also been 
obtained with only a small number of screen industry participants, sometimes as few as 10 in each “game”. 
 
The researchers have found a correlation of r = 0.95 between actual box office results and their predictions. In 
statistics-land, this is very, very robust. A correlation of ‘1’ is a perfect correlation, with ‘0’ being no correlation 
– and a correlation like what Jordi and his co-researchers obtained is virtually unheard of in natural 
phenomena. 
 



The question researchers asked participants was not “What do you think [film X] will make at the box office?”, 
but “What do you think others will think this film makes at the box office?” This was a conscious attempt to 
divine the “Wisdom of the Crowd” phenomenon. In academic-speak they call it a “pari-mutuel” technique.  
 
Another benefit of the study in using this technique is that they were able to have the predictions naturally 
render themselves into probability distributions, rather than a single point prediction. This enabled the 
researchers to then quantify the uncertainty surrounding each prediction. 
 
Whilst his statistical figures were too small for me to scrutinize from my vantage point, Jordi is confident that 
the research team has found a methodology that could be extremely useful in guiding early investment and 
financing decisions of individual film projects. 
 
Copyrighting the Future, presented by Professor Michael Fraser 
 
Professor Michael Fraser of the University of Technology Sydney argued for a copyright registration database, 
which he dubbed the “National Content Network” (NCN). 
 
The professor is realistic about the environment that faces IP enforcement, acknowledging that enforcement 
causes alienation within society. This is because digital film piracy is practiced by 1 in 3 of the population. 
Consequently, in his words, “enforcement alone won’t fix this market failure.”  
 
Michael proposes a solution, simply stated: “Creators have to offer a better service.” His National Content 
Network would give both consumers and creators what they want. Creators want to be paid for their IP. But 
what do consumers want? According to Michael, they will pay for: 
 
- Instant access 
- Freedom to repurpose the material (“mash-up”) 
- All of this in one transaction 
 
Of copyright’s importance, Michael says that a fair and enforceable copyright law was the essential ingredient 
to the Industrial Revolution. He noted Imperial China had copyright law well before Europeans, however, it 
gave all copyright to the Emperor. British law dating from the late 17th century on the other hand specifically 
protected a citizen’s intellectual property (IP). It was this difference, he feels, that allowed the West to surpass 
China in technological terms, and how it came to dominate the World. 
 
To further support his argument, he referred to Article 27 of the United Nations Universal Declaration of 
Human Rights to the effect that “If you can’t make a living from your work, you are silenced.” 
 
Creative Futures – presented by Tony Shannon 
 
Tony Shannon, Acting Director of the Creative Industries Innovation Centre (CIIC) described some of the work 
they are doing for the Creative Industries. According to Tony, all of the creative industries seem to struggle 
with a basic level of business-mindedness.  
 
Tony urges creative businesses to make use of resources on the CIIC website such as the Revenue Master. 
As simple – and he himself admits, simplistic - as the tool is, he says it is too often that he comes across 
creative businesses that have not done a basic revenue forecast of this nature.  
 
Tony mentioned an analysis which I am currently working on with CIIC. We are looking at the Centre’s findings 
across the hundreds of creative industry business reviews which the Centre has done over the last three 
years. The picture which is emerging is that creative businesses’ key challenges arise because of weaknesses 
in business fundamentals, such as strategic planning, sales, finance and systems and processes. 
 
Whilst the study does not yet include the screen sectors, Tony and the audience speculated as to how much 
these attributes of the broader creative industries might apply to the screen industry. 
 
* Yen Yang is a principal of Bailey and Yang Consulting 
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The Business Model Canvas will Transform Your Business. 



 
"Great opportunity to step outside your business and look at it strategically." 
"Really informative, motivating and thought provoking." 
"The canvas is spectacularly good and I will use it with my business and clients." 
"A great opportunity to look at our business from the outside." 
"Helpful, lots to think about and also a great tool for some current tender process I am currently involved in." 
 
The BMC program will be delivered by AGDA in partnership with ASMOSYS and Creative Industries 
Innovation Centre (CIIC) via a WIIN grant. 
It will enable creative SMEs to access and embed innovative knowledge and training in the use of the 
Business Model Canvas methodology, as developed by Alexander Osterwalder and Professor Yves Pigneur, 
in their book, Business Model Generation. 
 
Innovation, creativity and design thinking underpin the use of the Business Model Generation methodology 
and Canvas, and workshop participants will be able to consider new or different ideas for their businesses. 
 
Seminars 
Seminars will provide an overview and key components covered within the context of the Canvas: 
 
- Understanding your customer, 
- Defining your value proposition, 
- Considering the life cycle of your channels to market and 
- Securing the right partnerships and alliances. 
 
Cost: 
AGDA Members: 25.00 
Non Members: 65.00 
 
Workshops 
The workshop offers companies the opportunity to develop and test their own Business Model and leave with 
practical tools and an enhanced understanding of their business strategy. 
 
24 participants in each workshop are coached and supported as they work through key areas of the Canvas: 
Key Partners, Key Activities, Key Resources, Value Proposition, Customer Relationships, Customer 
Segments, Channels, Cost Structure and Revenue Streams. 
 
The workshops will be a mix of instruction, interactive discussions and small group activities. 
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International Radio Festival Nomination 2012 
 
KISS FM - THE FIRST AUSTRALIAN RADIO STATION TO BE NOMINATED for the prestigious 
International Radio Awards 
 
KISS FM Melbourne - Australia’s premier dance music radio station is pleased to announce its nomination for 
an International Radio Award as part of the International Radio Festival held in Zurich, Switzerland from 
September 12th to 16th 2012. 
 
The Beautiful Drive [Tuesday – Friday, 4-6pm KISS FM], hosted by Timmy Byrne 
is nominated for the Best International Radio Show category. 
 
The IRF “ON-AIR” Awards underpin the Festival’s goal to celebrate the very best in global music radio 
programming, and through these awards the IRF wishes to honour those radio makers who push the 
boundaries in music radio entertainment. 
 
As part of the festival Timmy will broadcast his show live from the conference and across the Zurich 
airwavess, across three major US markets - Boston, Detroit and Philadelphia - and of course live back to KISS 
FM Melbourne 6-8pm [EST] September 14th, 2012. 
 



“It’s a great honor being the first Australian radio show to be nominated for International Radio Awards. I’m 
extremely excited to be able to present my show in front of a live audience of radio industry professionals.” 
Timmy Byrne, KISS FM 
 
The festival which is held in Zurich’s only private castle, aims to promote music radio and bring together 
international radio professionals to discuss the industry and what radio will be like in the future. 
 
“The International Radio Festival is a wonderful concept, a celebration of radio’s global popularity and a 
chance for us all to bask in the success and diversity of this magic medium.  We all have our favourite 
channels and stations but for a week, the IRF will showcase and celebrate the big wide wonderful world of 
broadcasting live from Zurich, Switzerland.” Tony Prince, DMCWorld.com, London, UK 
 
This tops off the station’s recent nationwide marketing grant awarded to KISS FM by Generate to nationally 
promote its mobile phone streaming apps. 
 
GENERATE is a partnership between the Australian Government, the Creative Industries Innovation Centre 
(CIIC) and APRA|AMCOS, and supported by the Australian Music Industry Network (AMIN). 
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In business, two heads are better than one 

 
Turn to the Federal government’s Enterprise Connect program for free analysis and 
advice. 
 
No one in the printing world needs a business adviser to tell them that the economic 
shifts and the digital evolution are conspiring to make these the most testing of times. 
While the rise of technology is opening some doors, printers are all too aware that it is 
also closing others. Businesses that find themselves in the midst of major structural 
change can start to believe they are alone in plotting a business path through the new 

environment. 
 
With this in mind, opening the door to one of the experienced business advisers in the Federal government’s 
Enterprise Connect (EC) program might be the best business decision you make this year. It is also likely to 
be one of the simplest. 
 
 
 
 


